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4
،،،،1999،27



 32 

        

   

kottler

3. Inseparability

            

               

             

          

          

                                                 
1

219ص ,2006،عمان،داسانٕاصَسْنهىششَانرُصٔع،اسس ويفاهٍى يعاصرة :انخسىٌق،شامشانثكشْ

11th Ed. Upper Saddle River, N J: Prentice Hall. t. Marketing ManagemenKotler, P.,  
2

2003, p 446
3
219ص،2006،عمان،داس،اسس ويفاهٍى يعاصرة :انخسىٌق،
4
داسانمغٕشجنهىششَانرُصٔع،عمان،بٍٍ انُظرٌت وانخطبٍق; يبادئ انخسىٌق انحذٌذ،صكشٔاعضاوَآخشَن

256ص،2007،َانطثاعح
5
2009

409





 33 

4. Perishability) 

                                                 
1

31ص،1999،عمان،صٌشاننهىششداس،يبادئ حسىٌق انخذياث،مذمذ

  
22

 In Jain, .How to plan information products and services policyKoshy, Abraham 

: Tata ,.ervicesSroducts and Pnformation IMarketing  Abhinandan K, et al. (Eds.)

McGraw Hill, 1999,New Delhi,  p. 147-151
3
صكشٔاعضاوَآخشَن

2007256



 34 

3.3 3

               

      :       

               

         

:( Introduction Stage

          

   

             

             

                 

             

               

        

              

           

                

      

                                                 

. ycleC-ifeLroduct Pogistics and the Leverse Reath: Dfter ALemke, R. S. Life -Tibben 
1

vol(32)  ,International Journal of Physical Distribution & Logistics Management

iss(3), 2002, p244
2

Opcit, P264 
3

,

1999104
4
داسانمغٕشجنهىششَانرُصٔع،عمان،بٍٍ انُظرٌت وانخطبٍق; يبادئ انخسىٌق انحذٌذ،صكشٔاعضاوَآخشَن

192ص،2007،َانطثاعح



 35 

Maturing Stage

  

 

              

             

   

Decline Stage

                                                 
1
268ص ,2006،عمان،داسانٕاصَسْنهىششَانرُصٔع،ويفاهٍى يعاصرة أسس :انخسىٌق، شامشانثكشْ

, Prentice th . 3Marketing Management Analysis, Planning And ControlKotler, P  
2

Hall Inc, USA , 2006, p 423 



 36 

4.3 3

           

            

            

.

5.3 3

                                                 
1
200220

2
200110،ادمذجثش
3
2006325



 37 

6.3 3

                                                 
1
 Bart Von Looy, et al, Services Management: An Integrated Approach, Pitman 

Publishing, London, 2001, p.g., 104 
2
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ٌاوٓضمُس،ٌَذِعأش،اششعىاصشانمضٔجانرغُٔمٓانخذمٓنفىادقانخمظوجُوفٓالأسدنعهّانصُسج

 107،ص2005،(1)،عذد(1)،مجهذانًجهت الأردٍَت فً إدارة الأعًالدساعحمماسوح،:مهلثمانغٕاحانمذسكح
2
2005، واجٓمعلا،َسائفذُفٕك

11 



5th Edit,:Prentice  ment.International marketing and Export ManageA et al Gerald,  
3

Hall, USA, 2005, P. 559



 40 

3 

 

4 

 

 

4.3

Zain

WataniyaViva

                                                 
1
491،ص2006،مكرثحنثىانواششَن،نثىان،الأَنّ،انطثعحانخسىٌقإٔرضلَآخشَن،



 41 



 42 

2.4

3.4

 0.05 ≥  α)

 0.05 ≥  α) 

One Sample T-test

3



 43 

4

T

T 

1
4.371.01123.550

2

4.060218.560

3
4.021.05316.880

5

3.991.03416.610

4

3.901.07514.470

6

 

3.791.21611.290

7

 

31.23 710.770

3.99  

33.77

4.37T



 44 

10.7723.55 0.05 ≥  α)

31

7

3.994

One Sample T-test

5

One Sample T-test

T

3.990.66 26.043020 

4T26.042

 0.05 ≥  α)33.99

 0.05 ≥  α)



 45 

 0.05 ≥  α) 

One Sample T-

test5

6

T

T 

1
4.171.11118.180.00

2
3.901.09214.410.00

3
3.881.09313.910.00

4

3.791.19411.500.00

5
3.771.23 510.920.00 

3.90 

5

3.774.17T10.92

18.18 0.05 ≥  α)3

15



 46 

3.906One Sample T-test

7

One Sample T-test

T 

3.900 21.273020 

6T21.278

 0.05 ≥  α)3

3.90

 0.05 ≥  α)



 47 

 0.05 ≥  α) 

One Sample T-test

7

8

T

T 

14.311.03122.100

23.941.04215.640

33.861.12313.290

4
 

3.841.15412.690

53.821.13512.520

63.731.14611.030

7
 

3.721.27 79.840 

3.89 

7

3.724.31T9.84



 48 

22.10 0.05 ≥  α)3

1

7

3.89

8One Sample T-test

9

One Sample T-test

T

3.890 0 22.083020 

8T22.08

 0.05 ≥  α)3

3.89

 0.05 ≥  α)



 49 

 0.05 ≥  α) 

One Sample T-test

9

:

T

T 

14.211.13118.540

23.881.18212.950

33.821.12312.750

43.811.17412.040

5

 

3.811.14412.370

6
 

3.791.18611.580

7

 

3.711.31 79.420 

3.86 

93.71

4.21T9.42



 50 

18.54 0.05 ≥  α)3

1

7

3.8610

One Sample T-test

21

One Sample T-test

T

3.860.77 19.38302.00 

10T19.38

 0.05 ≥  α)33.86

 0.05 ≥  α)

One Sample T-test

11



 51 

22

One Sample T-test

 
T 

3.910 27.273020 

12T27.27

 0.05 ≥  α)3.91

 0.05 ≥  α)



 52 

 0.05 ≥  α)

12

23

4.000.673.890.763.890.723.840.813.910.61

3.960.64 3.930.70 3.890.65 3.910.70 3.920.53 

20
3.950.694.020.653.940.724.040.663.990.53

20

25
3.970.643.780.743.890.683.840.833.880.60

25

35
3.970.693.950.753.870.723.820.793.900.60

35

45
4.040.62 3.940.72 3.900.70 3.930.68 3.950.53 

45
----------



 53 

3004.060.623.810.793.780.723.860.693.880.54

300

5993.910.733.830.793.860.763.790.893.850.67

600

9994.070.624.010.693.980.663.960.684.010.53

1000

15003.940.643.920.683.850.653.790.823.870.54

1500

3.870.53 3.830.69 3.890.62 3.880.68 3.870.49 

12

12



 54 

24

F 

0.41210.4120.9730.325

0.01010.0100.0200.888

0.00310.0030.0060.941

0.01910.0190.0330.857

0.01710.0170.0510.821

0.87430.2910.6870.560

1.37630.4590.8700.457

1.15130.3840.8050.492

1.45430.4850.8090.489

0.41830.1390.4260.735

2.49940.6251.4740.210

1.96240.4910.9310.446

1.99240.4981.0450.384

1.93040.4830.8060.522

1.38140.3451.0560.379

123.7432920.424

153.8822920.527

139.2182920.477

174.8952920.599

95.4632920.327

131.017302

164.309302

148.301302

181.337302

101.981302



 55 

13

1 0.05 ≥  α)

F

0.05 ≥ α)

2 0.05 ≥  α)

F

0.05 ≥ α)

30.05 ≥ α)

F5.020

0.05 ≥ α)

Scheffe

14



 56 

25

Scheffe

3.840 29

4.130 29

3.99

α≤0.05

14

4.133.84

1 0.05 ≥ α)

F

5.7740.05 ≥ α)

Scheffe

15 



 57 

26

Scheffe

3.700

4.080

3.92

0.05 ≥ α)

15

4.083.70

2 0.05 ≥ α)

F

6.9930.05 ≥ α)

Scheffe

16 



 58 

27

Scheffe

3.710 7

4.070.37

3.89

0.05 ≥ α)

16

4.073.71

3 0.05 ≥ α)

F6.988

0.05 ≥ α)

Scheffe

17



 59 

28

Scheffe

3.740

4.050.31

3.94

0.05 ≥ α)

17

4.053.74

 



 60 

  

  

  

 

  



 61 

  

 2.5

10.05 ≥ α)

2. 0.05 ≥ α)

 

3. 

 

4. 0.05 ≥ α)

 

5. 

 

6. 0.05 ≥ α)

 

7. 

 

8. 0.05 ≥ α)

9. 0.05 ≥ α)

10. 0.05 ≥ α)

 

11. 0.05 ≥ α)

 

12. 0.05 ≥ α)

 



 62 

13. 0.05 ≥ α)

 

3.5

10.05 ≥ α)

2 0.05 ≥ α)

 

3 

 

4 

                                                 
1
.2008،مشجععاتك،واقع انًسؤونٍت الاجخًاعٍت فً شركاث الاحصال انخهىٌت انعايهت فً الأردٌانشاصو،
2
، عشاتٓ

2009
3
ارر أخلاقٍاث الأعًال وانًسؤونٍت الاجخًاعٍت فً انًكىَاث راث انبعذ الاسخراحٍجً نهًصارف فً انجعافشج،

 ،2009،مشجععثكركشي،الأردٌ



 63 

 

5 

 

6 0.05 ≥ α)

Krambia & Kapardis

Zairi&Peter

 

7 

 

8

Orlitzky

                                                 
1
2008،مشجععاتك،ًاعٍت فً شركاث الاحصال انخهىٌت انعايهت فً الأردٌواقع انًسؤونٍت الاجخانشاصو،
2
2008،مشجععاتك،واقع انًسؤونٍت الاجخًاعٍت فً شركاث الاحصال انخهىٌت انعايهت فً الأردٌانشاصو،

 
3
 Krambia Kapadis , Corporate Social Responsibility ; The Way Forward Maybe not, 

, 2005op.cit,iness ReviwEuropean Bus 
4
 Zairi, M , & Peter, The Impact of Social Responsibility on Business Performance ,  

op.cite.2002 
5
2009،مشجععاتك،

6
 Orlitzky , M, Schmidt , F, & Rynes, S, Corporate Social and Financial Performance , 

,2003   op.cit, Organization Study  



 64 

9

10

Tsoutsoure

                                                 
1
  corporateعثذانذمٕذصلٕمٓ،

lownership& contro2004

Study of Corporate Social JIPRIi), Japan Industrial Policy Research Institute ( 
2

2003op.cit, ,Responsibility Activities 

Applied  Tsoutsoura, M , Corporate Social Responsibility and Financial Performance, 
3

, 2004  op.cit, Financial Project 



 65 

4.5 

1 

 

2

 

3

20

 

4

 

5

 

 



 66 

دراست يٍذاٍَت عهى انًسخشفٍاث ; انًسؤونٍت الاجخًاعٍت وأررها عهى الأداء

2006،سعانحماجغرٕش،جامعحانٕشمُن،استذ،ً يذٌُت عًاٌانخاصت ف

2006

: 2006, 

2001

2009

2008290291

1999

 , 2003

2008

12010 

 

corporate ownership& contro142004

3222005 



 67 

2003

12007 

2002

112005 

2009 

2007

,

1999

2008

1011112009

2009

2006

 

1

2005

الأداءالاجرماعٓانذاخهٓ،َعلالرًتذَسانانعمم دساعحمٕذاوٕح:

سهست انعهىو ;أبحاد انٍريىكطانجىُبَانششكحانعامحنهذذٔذَانصهةفٓانعشاق،فٓششكحوف

2004،(1)،عذد(20)،مجهذالإَساٍَت والاجخًاعٍت

2005 



 68 

3122004 

 

 

 ;;يىاقع شركاث الاحصالاث انكىٌخٍت عهى شبكت الاَخرَج



مُلعششكحفٕفاعهّالاورشود

WWW. Wataniya.Com

 

مُلعششكحفٕفاعهّالاورشود

WWW.Viva.Com.KW 



 مُلعششكحصٔهعهّالاورشود،فشعانكُٔد،مه

WWW..KW.Zain.Com

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

www.Chinatelecomh.com 



 69 



ervices Sroducts and Pnformation Ilan PHow to Koshy,  ,Abraham

nformation IMarketing  Abhinandan K, et al. (Eds.) In Jain, .olicyP

New Delhi: Tata McGraw Hill, 1999,. ervicesScts and roduP

  

, Harper College Press, entAn Introductory of ManagemPeter,  ,Drucker

USA, 1977 

 

Corporate Social Responsibility : Business European Commission, 

, ionContribution to Sustainable Development European Commiss 

Directorate for Employment and Social Affairs Unit , 2002.

 

5th  ,International marketing and Export Management,  A etGerald, 

Edit, USA :Prentice Hall, 2005.

 

, Houghton Mifflin Strategic ManagementHill , C, W & Jones, G, R, 

,USA, 2002.

 

Walking the Talk the Business Case for thers, OWatts &  ,Holiday

, Green leaf Publishing, UK , 2002Sustainable Development

 

Governance And Social Responsibility : Comparing Hurst, N, E, 

European Practices to those in the Untied States ,Markkula Center For 

University. 2004.Santa Clara , thicsApplied E 

 

Study of Corporate Japan Industrial Policy Research Institute (JIPRIi), 

,2003Social Responsibility Activities 

 

Jonathan, Ivy, andNaudé, Peter, Succeeding in the MBA Marketplace: 

Identifying the underlying factors, Journal of Higher Education Policy & 

Management; Vol. 26 Issue 3,2004  

 

Kapadis, Krambia , Corporate Social Responsibility ; The Way Forward 

, , vol(17), iss(3), 2005European Business ReviwMaybe not,  

 

. 3ed, ontrolMarketing Management Analysis, Planning And C ,Kotler, P

U.S.A: Prentice Hall Inc 2006. 

 

11th Ed. Upper Saddle River, N J: . Marketing Management Kotler, P,

Prentice Hall. 2003.



 70 

 

, Houghton Mifflin Company , USA , 2005BusinessPride & Others, 

 

Qu, R, Effect of Government Regulations : Market Orientation, and 

Ownership Structure on Corporate Social Responsibility in China, An 

vol(24),iss (3),  ,International Journal of Management Empirical Study, 

2007  

 

Robbins, Franklin, The Business Managers Dilemma for Identifying Social 

, vol(2), iss(1), 1999. of General ManagementJournal , Responsibility

 

Schmidt, Orlitzky , M, , F, & Rynes, S, Corporate Social and Financial 

, vol(24), iss ( 3) ,2003   Organization StudyPerformance ,  

 

, John Wiely&sons, Canada, 2001ManagementShermerhon, J, R, 

 

Tibben-Lemke, R. S. Life After Death: Reverse Logistics and the Product 

International Journal of Physical Distribution & Logistics  .Cycle-Life

vol(32) iss(3), 2002 ,Management

 

Tsoutsoura, M , Corporate Social Responsibility and Financial Performance, 

, Barkeley , California , USA, 2004  al ProjectApplied Financi 

 

Von Looy, Bart, et al, Services Management: An Integrated Approach, 

Pitman Publishing, London, 2001. 

 

2008 USA,, houghten mifflin company,usinessB thers ,OPride &  ,William

 

h Western College Publishing, USA, 2002, SoutManagementWilliams, C, 

 

Zairi, M, & Peter, J, The Impact of Social Responsibility on Business 

vol(17),iss(4), 2002 ,Managerial Auditing Journal Performance, 



 71 



 72 

2



 73 

 

1   

3 

202025

2535 3545

45

4 

  

4 

  

6 

               300 300600

                             6001000 10001500

                  1500

7 

  



 74 

×

  

 

1       

2       

3       

4 
 

 

     

5 
 

 

     

6  

 

     

7



 

     



 75 

 

 

 

 

 

 

 

 

1       

2       

3       

4  

 

     

5  

 

     





 76 

 

 

 

 

 

 

 

 

1      

2       

3       

4  

 
     

5  

 

     

6      

7

 

     

 



 77 

 

 

 

 

 

 

 

 

1       

2       

3       

4  

 
     

5  

 

     

6      

7

 
     

 




 78 

3

 

 



 79 

 (4)يهحق رقى

ZainVivaWatanyia

Zain

1983

2009



 80 

90

600



 81 

Wataniya

1999

2007 

51 

, 

                                                 
1
www.kw.zain.com عصشا4،انغاعح13/6/2010تراسٔخ مهمُلعششكحصٔهعهّالاورشود،فشعانكُٔد،

2
صثادا10،انغاعح14/6/2010مهمُلعانششكحانُطىٕحعهّالاورشود،تراسٔخ



 82 

Viva

 (Viva) 24

2008)151960 . 

1872008 

881272008 (

000.000 (50000 000(500

100 

3

   

1.  3  6% 

2.  3  6% 

3.  2  4% 

4.  2  4% 

5.  2  4% 

6.  13  26% 

                                                                                                                                                 

www. wataniya.com
 



 83 

2009



 84 

 

                                                 
1
مغاءا8،انغاعح10/6/2010مهمُلعششكحفٕفاعهّالاورشود،تراسٔخ

www.viva.com.kw 



 85 

 يهخص انذراست بانهغت الاَجهٍزٌت

ABSTRACT 

The Extent of Application of Marketing Social Concept in 

Kuwaiti Telecommunication Companies from Client  

Perspective  

By: 

Khalid Al Rasheedy 

 

Supervisor: 

Marey Bany Khalid

 

This study aimed to examine the elements of the social concept of marketing 

in Kuwaiti Communication Companies from Customer Perspective, as the 

study aims to find out what companies offer communications of the Kuwaiti 

society to ensure the advancement and well-being through the application of 

the concept of social marketing, finally try to add a knowledge of the 

contribution of this study in scientific research and out of the findings and 

recommendations. 

The study population consisted of clients Kuwaiti Communication 

Companies from Customer Perspective, the sample consisted of the study 

(380), were retrieved (311), were excluded (8) questionnaires are not valid 

for analysis, and therefore were analyzed (303) by (0.759), and after 

analyzing the data study using the Statistical Package for Social Sciences 

(SPSS) was reached following results: 

There is no difference statistically significant at the level of significance 

(0.05 ≥ α) to the variable of gender, age, income, in the answers of 
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respondents about the place, the answers of respondents from areas (quality 

of service, pricing of services, promotion services, distribution) and the 

instrument as a whole. 

 No difference is statistically significant at the level of significance (0.05 ≥ 

α) to the variable telecommunications company that deals with it in the 

answers of respondents about the quality of service. 

To know the sources of the differences in the quality of service depending 

on the variable telecommunications company that deals with it, it was found 

that the sources of the differences between the two (Zain, FIFA) for the 

Viva. 

No difference is statistically significant at the level of significance (0.05 ≥ α) 

to the variable telecommunications company that deals with it in the answers 

of respondents from the area of pricing services. 

To know the sources of differences in pricing of services depending on the 

variable telecommunications company that deals with it, it was found that 

the sources of the differences between the two (Zain, FIFA) for the Viva. 

 No difference is statistically significant at the level of significance (0.05 ≥ 

α) to the variable telecommunications company that deals with it in the 

answers of respondents on the promotion of services. 

To know the sources of differences on the area of promotion of services 

depending on the variable telecommunications company that deals with it, it 

was found that the sources of the differences between the two (Zain, FIFA) 

for the Viva. 

Indicate the existence of the importance of high and statistically significant 

at the level of significance (0.05 ≥ α) due to the quality of service, pricing of 

services, promotion services, and distribution companies in communications 

of the Kuwaiti point of view of the sample, and thus the existence of the 
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importance of high statistical significance at the level of significance (0.05 ≥ 

α) due to the elements of the social concept of marketing communications 

companies in the Kuwaiti point of view of the sample. 

Based on these findings, the researcher recommends the following: 

Interest in the concept of social marketing by Zain to its customers in terms 

of quality of service and pricing, promotion and distribution. 

Strengthen the leading role played by FIFA and the national company and its 

interest in the concept of social marketing on an ongoing basis in terms of 

quality of service and pricing, distribution and promotion. 

The preparation of a marketing mix that takes into account the age groups of 

citizens in terms of providing service will fit age groups and especially those 

groups over the age of 20 years and put more of a marketing mix for special 

age groups takes into account the small social values and preserve them 

from engaging in negative behaviors. 

Interest in the concept of social marketing by Zain Telecom when applied to 

employment policies within the cadres, provide scientific and practical 

efficiency in the work of communications for the possible prosecution of a 

company behind FIFA through the achievement of satisfactory levels of the 

concept of social marketing. 

Sense and study the needs and desires of consumers when designing the 

marketing mix of companies that have a decline in the social concept of 

marketing such as Zain. 

Promote a national company and the holding company Viva festivals work 

daily to take the constructive views of the Kuwaiti society to develop the 

concept of social marketing and what will be reflected on the nature of 

administrative work is located 


